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abstract Binge-watching is a popular form of media consumption, and entertainment is one of the 
main drivers of this activity. This research aims to examine the prominent reasons for binge-watching 
by re-examining the established television viewing motives, by deepening the analysis of entertainment 
motives, and by introducing a new possible motive – the need for narrative understanding. Therefore, 
the researcher combines the factors of the established television viewing motives, the factors of hedonic 
and eudaimonic emotional gratification in an entertainment experience and introduces the motive of the 
ease of following storylines. The results of an online survey with 833 participants over the age of eighteen 
conducted in Croatia suggest that the motives of relaxation, fun (hedonic), habit, easier following of 
intricate storylines, escape, and thrill (hedonic) are prominent. Eudaimonic motives are less pronounced 
than hedonic ones, however, these clusters are positively related, which indicates the complexity of 
enjoyment in binge-watching entertainment.
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introduction1
An increasingly popular way of watching a television series is to stream it from 
video-on-demand (VoD) services and to watch multiple episodes of the same series 
consecutively. This practice, well-known as ’binge-watching’, is becoming ’the New 
Normal‘ (Netflix, 2013) not only among the young audience. In the USA in 2017, 91% of 
Generation Z, 86% of Millennials and 80% of Generation X claimed that they were binge-
watching (Deloitte, 2018: 12). European middle-aged and older people also practice this 
mode of media consumption (Ampere Analysis, 2018). The 2018 data about people who 
’frequently binge‘ indicate that binge-watching is standard practice for more than 63% 
of the USA and 51% of European viewers (Advanced Television, 2018). The burgeoning 
streaming industry reshaped the traditional broadcasting logic and raised the profile of 
binge-watching. In 2013, Netflix began with a distinctively different way of delivering 
streaming-oriented TV series that encourages binge-watching. They released complete 
seasons of highly serialised original content, which is expensive to produce and difficult 
to monetise in the traditional way (Jenner, 2015; Tryon, 2015), by connecting this practice 
with quality television and a “promise of prestige, plenitude, and participation” (Tryon, 
2015: 105). Just three years later, Lotz (2015) argued that “2015 was the year that changed 
TV forever”, pointing out that digital distribution had driven profound changes in 
audience behaviour. Nowadays “binging is more than just an audience reception practice. 
It is an integral part of an emergent streaming industry” (Burroughs, 2019: 8). Due to the 
increasing popularity of streaming practices and the binge-watching phenomenon, media 
companies must radically “realign the ways in which content is imagined, formulated, 
financed, produced, promoted, packaged, marketed, measured, delivered, interpreted, 
enjoyed, and recirculated” (Curtin et al., 2014: 4-5; see also: Burroughs, 2019). 
To understand mediated communications, we must “understand the characteristics, 
motivation, selectivity, and involvement of audience members” (Rubin, 2002: 526). If we 
want to figure out why binge-watching has become such a cultural phenomenon, it is 
essential to explore why this mode of viewing television series is resonating with today’s 
viewers. Therefore, I explored binge-watching from the perspective of the audiences’ 
motives. To do so, I applied the uses and gratifications (U & G) theory and the entertainment 
theory as my guiding framework. Both approaches address the social and psychological 
aspects of an audience’s motives for particular media consumption (Bryant et al., 2003; 
Katz et al., 1973). Entertainment is one of the prominent television viewing motives of 
both traditional television (Rubin, 1983), and Internet protocol television (IPTV; Kim and 
Lee, 2013) and enjoyment is a focal concept in entertainment theory (Tamborini et al., 
2011: 1025). The recent research provided evidence for two processes of entertainment 
experiences which lead to enjoyment and emotional gratifications: a hedonic one related 
to pleasure, suspense, or fun; and a eudaimonic one, associated with the feelings of 
appreciation, elevation, and inspiration (Oliver and Bartsch, 2010; Tamborini et al., 2011; 
Vorderer et al., 2004; Wirth et al., 2012). Likewise, Busselle and Bilandzic (2009) found 
that narrative understanding is one of the four fundamental dimensions of narrative 
1 The research presented in this paper is part of an extensive study of binge-watching which, apart from the binge-watching 
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engagement that lead to greater enjoyment. To better understand how television is 
perceived technologically and culturally, it is necessary to identify new viewing motives 
(Steiner and Xu, 2018) and explore some of the established motives more deeply in line with 
new findings. The goal of this study is to research the reasons why individuals are binge-
watching by re-examining the established television viewing motives, by expanding 
the research of the entertainment motive and by introducing the need for narrative 
understanding as a new possible motive. This perspective is reflected in the method that 
combines factors from the studies of television viewing motives, the factors from studies 
of emotional gratification in an entertainment experience of viewing fictional content and 
one specific category related to narrative enjoyment focused on narrative understanding 
as related to binge-watching. I hoped to find out which of these elements are prominent 
as motives for binge-watching and what the relations between entertainment motives 
are. By conducting research from this viewpoint, I aimed to contribute to the more in-
depth insight of binge-watching motives. The research was conducted in Croatia. 
binge-Watching motive research
Flayelle, et al. (2020) in a review of binge-watching quantitative studies, summarised 
two main clusters of prominent binge-watching motives. The first cluster includes hedonic 
motivations for the maximisation of enjoyable attributes of viewing (i.e., entertainment, 
enjoyment): “better engagement with the content, greater fan enthusiasm, deeper 
experience of suspense/anticipation, and stronger feeling of getting swept away in the 
story” (Flayelle et al., 2020: 48). Eudaimonic and reward-based motivations have also 
been found as important in the binge-watchers’ involvement (Flayelle et al., 2020: 48). 
Thus, binge-watching may be “a highly rewarding and pleasurable experience that may 
drive deliberate and harmonious significant viewing involvement performed in response 
to various needs and desires” (Flayelle et al., 2020: 57). The second cluster of prominent 
motives “make binge-watching appear as something rather compensatory” (Flayelle et 
al., 2020: 48). Frequent and prolonged binge-watching is associated with the motivations 
of passing time, dealing with loneliness, escape from everyday worries, procrastination, 
and emotion regulation purposes (Flayelle et al., 2020: 48). Maladaptive coping and self-
regulation failure constitute significant predictors for binge-watching to become “an 
excessive/problematic behaviour not only associated with negative outcomes but also 
with a range of risk factors associated with the dysfunctional use of technologies (e.g., 
age, underlying coping motives, impulsivity, automaticity) and diverse mental health 
conditions” (Flayelle et al., 2020: 57). Flayelle et al. (2020: 57) suggest that “high but healthy 
engagement in TV series watching should be distinguished from problematic binge-
watching to avoid pathologising this highly popular activity”.
Some researchers used focus groups to better understand binge-watching motives. 
These findings are in line with the quantitative results. The prominent motives are 
immersion in stories, entertainment (Flayelle et al., 2017), anticipation of what was coming 
next, management of moods and excitement/arousal, and procrastination and escapism 
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as well as some qualitative studies (see: Flayelle et al., 2020). The findings of Steiner and 
Xu’s (2018) qualitative semi-structured interviews indicate that, besides immersion, 
viewers’ motivations are: catching up (control time of entertainment), relaxation, the 
sense of completion (similar to the feeling when we finish a book), cultural inclusion, and 
the improved viewing experience.
research question and hypothesis development
Starting from the concept that people actively, and for a specific purpose, seek and 
select messages sent by the media, U & G theory describes and explains the motives, 
functions, and consequences of these choices. U & G tries to explain how people use media 
to gratify their needs, and gratification is conceptualised as the audiences’ satisfaction 
when the media match their expectations and needs (Katz et al., 1973: 510-511). Rubin’s 
(1983) pioneering work on audiences’ TV-viewing motives suggested that viewers 
watched TV for relaxation, companionship, entertainment, social interaction, information, 
habit, passing the time, arousal, and escape. The entertainment motive is not prominent 
just for traditional television and IPTV but for binge-watching as well (e.g., Rubenking et 
al. 2018; Starosta et al. 2019; Sung et al., 2018). Entertainment theory combined several 
different theories including U & G to describe and explain what entertainment is, how it 
works, how it influences the audience, and why the audience is so attracted to it (Vorderer, 
2003: 132). Zillmann and Bryant (1994) contend that people consume entertaining content 
firstly to enjoy, and that enjoyment is achieved through emotional experiences (Bartsch 
et al.,  2006; Bryant and Miron, 2002; Sherry, 2004; Zillmann and Bryant, 1994; Vorderer et 
al.,  2006). TV series also affect the audience primarily through emotion (e.g., Oatley, 2011: 
107-132). Individuals regulate their mood states by tending to choose fiction with strong 
positive hedonic qualities (Zillmann, 1988), yet enjoyment is not only associated with the 
satisfaction of hedonic needs (Tamborini et al., 2010; Tamborini et al., 2011). Entertainment 
researchers find that a substantial proportion of entertainment content can be 
characterised as dramatic, poignant, tragic, or touching (Oliver, 2008: 55). Oliver discovers 
that sadness (1993) and tender affective states like warmth, sympathy, and understanding 
(2008) are connected to a greater interest in watching movies and TV series, as well as with 
creating the feeling of enjoyment. Therefore, aside from the pleasure-seeking hedonic 
motives, people also consume entertainment because of their ‘truth-seeking’ eudaimonic 
motivations. Entertainment can be used “as a means of grappling with questions such as 
life’s purpose and human meaningfulness” (Oliver and Raney, 2011: 984). Contemplative 
experiences, vicarious release of emotions, empathic sadness, social sharing of emotions, 
and character engagement can be binge-watching motives just like fun and thrill (cf., 
Bartsch, 2012). Some researchers (e.g., Tukachinsky and Eyal, 2018) find that binge-
watching may be more related to eudaimonic than to hedonic enjoyment. 
Binge-watching on VoD platforms is connected with the ‘Netflix effect’ because 
Netflix do not only deliver content differently. They have created an original quality drama 
brand identity and offer an innovative approach to watching series through a change in 
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serialised narratives has an intriguing indivisible narrative arc and complex storylines with 
clues and narrative enigmas that require a highly active mode of cognitive engagement 
(Mittell, 2007: 170; cf., Burroughs, 2019). During binge-watching, viewers feel cognitively 
and emotionally active (Tukachinsky and Eyal, 2018.), engaged and immersed in the 
storyworld (Harris Pool, 2013; Starosta et al. 2019). Therefore, binge-watching may be 
motivated by the very structure of television series offered on the VoD platforms. 
Recent research into the motive of binge-watching has been largely focused on 
Generation Z and Millennials (e.g., Flayelle et al., 2017; Panda and Pandey, 2017; Pittman and 
Sheehan, 2015; Rubenking and Bracken, 2018; Rubenking et al., 2018; Shim and Kim, 2018; 
Starosta et al., 2019; Walton-Pattison et al., 2016; for an overview, see: Flayelle et al., 2020). 
Earlier studies of television viewing motivations (e.g., Rubin and Rubin, 1981) indicate 
that age is an influential factor in determining viewing motivations. With this reasoning 
in mind, the current study addresses the following research question to examine binge-
watching motives among wider audiences:
Research question: What motivates audiences over the age of eighteen to binge-watch?
Viewers achieve emotional pleasure and enjoyment by escaping into a fantasy world 
within which they experience a wide range of pleasant and unpleasant emotions (Sherry, 
2004). Because of that, an emotional experience gained during fiction consumption 
can evoke complex and multifaceted feelings (Bartsch, 2012; Oliver and Bartsch, 2010, 
2011; Oliver and Hartman, 2010; Oliver and Raney, 2011). Happiness and sadness are 
simultaneous, and meta-emotions (Oliver, 1993), meaningfulness, compassion, inspiration, 
introspection, and contemplativeness (Oliver, 2008) are present as well. Sherry (2004: 330) 
points out that “entertainment is a multifaceted construct” in which “pleasure and pain, 
as well as arousal and relaxation, are neither mutually exclusive nor polar opposites.” 
Therefore, I formulated the hypothesis as follows:
Hypothesis: The hedonic and eudaimonic binge-watching motives are positively 
correlated in a population over the age of eighteen.
method
Participants
The data from 833 participants over the age of eighteen were analysed. Approximately 
four-fifths of the sample (80.6%) identified as women, 19% as men, and 0.4% did not 
want to declare their gender. Approximately ½ of the sample are Generation X aged 
38-52 (50.2%), and approximately one-fourth of the sample are Millennials aged 24-37 
(27.3%), followed by the Generation Z sample younger than 23 (11.5%), and Baby Boomers 
older than 53 (10.9%). Approximately one-half of the participants reported some college 
education (52.9%), followed by participants with a high school diploma (16.9%), college 
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(0.2%), and participants with an elementary school certificate (0.1%). Table 1 contains 
descriptive data about participants.
Table 1. Descriptive statistics about participants
Procedure
 Previous researchers identified motivational factors using different conceptualisations 
of binge-watching (for an overview, see: Flayelle et al., 2020). Based on research into 
audience habits, Netflix (2013) defined binge-watching as the watching of two and more 
episodes of the same TV show in one sitting. The minimum limit of two episodes in one 
sitting is also set by Pittman and Sheehan (2015), Mikos (2016), Walton-Pattison et al. (2016), 
Panda and Pandey (2017), and Sung et al. (2018). For this research, I also defined binge-
watching as a consecutive watching of at least two episodes of the same television series.
An online survey was conducted during May 2019 using a poll distributed via Facebook 
and the websites of Josip Juraj Strossmayer University of Osijek and the University of 
Dubrovnik. The respondents answered questions by citing the memories of the series that 
they had watched. The researcher asked the respondents to forward the link of the survey 
to other people who they knew were binge-watching. Therefore, the approach to the 
sample selection has the characteristics of chain referral sampling or snowball methods. 
Variable     Frequency Percentage
Gender  
Men     158  19
Women     671  80.6
Do not want to declare gender  3  0.4
Total     832  100
Age  
18-23      96  11.5
24-37      227  27.3
38-52      418  50.2
53 and older    91  10.9
Total     832  100
Education  
High school student   2  0.2
College student    140  16.8
Elementary school certificate   1  0.1
High school diploma   141  16.9
College education    441  52.9
PhD degree or PhD candidate   108  13
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According to Biernacki and Waldorf (1981: 141), this sampling method is suitable when a 
study requires the knowledge of insiders to locate people for the study. Facebook, mainly 
because its users are connected to people of similar interests and characteristics, can serve 
as a useful sampling tool for populations that tend to be found with more difficulty by 
means of traditional methods (Brickman-Bhutta, 2012). Baltar and Brunet (2012) showed 
that virtual snowball sampling via Facebook could be an excellent substitute for obtaining 
data through more expensive procedures. A total of 873 respondents completed the 
survey. 
Analysis
The data were analysed using the SPSS software (IBM Corp. Released 2017. IBM SPSS 
Statistics for Windows, Version 25.0. Armonk, NY: IBM Corp). The factor structure of the 
used scales was assessed using confirmatory factor analyses with correlated factors. Due 
to the violation of multivariate normality and usage of ordinal data, a ULSM estimator was 
used. The optimal structure was additionally assessed with exploratory analyses, namely 
a principal component analysis with oblimin rotation. The data is suitable for factor 
analysis, as evidenced by high KMO values (.795 for Rubin’s, 1983 scale; .913 for Bartsch’s, 
2012 scale) and significant Bartlett’s tests of sphericity (p < .001). The descriptive results 
are presented through means and standard deviations. The associations between the 
variables were determined with Pearson’s coefficients of correlation. Alpha values were 
set to 5% (α = .05). Participants lacking up to one or two responses had their answers 
imputed using the ‘expectation-maximization’ method. Participants who lacked more 
data were not included in the analysis. After removing the survey forms incorrectly filled 
out, 833 responses entered the analysis process.
Instruments and scales
In U & G motive research, many motives were identified through the use of the 
pre-existing measures for different media channels (e.g., Papacharissi and Rubin, 2000; 
Haridakis and Hanson, 2009; Papacharissi and Mendelson, 2007). This study was designed 
according to two pre-existing scales: Rubin’s (1983) television viewing motives’ scale and 
Bartsch’s (2012) emotional gratification in entertainment experience scale. Rubin’s (1983) 
scale is structured by nine factors (each with three segments). Six of them are included in 
this study: relaxation, companionship, passing time, habit, social interaction, and escape. 
Entertainment, information, and arousal were excluded. The ‘information’ motive was 
eliminated because the original structure of this factor extracts statements about the 
informative and practical value of television content, which literature does not cite as 
dominant for fictional narratives, such as: “... So I can learn how to do things which I haven’t 
done before.” (Rubin, 1983: 41). Earlier studies of binge-watching motives indicated a small 
presence of this factor (e.g., Starosta et al., 2019; Sung et al., 2018). I also wanted to explore 
the motives of entertainment and arousal in more detail. Therefore, instead of Rubin’s 
‘entertainment’ and ‘arousal’ factors, Bartsch’s (2012) scale of emotional gratification in 
the entertainment experience was introduced. By using Bartsch’s scale (2012), designed 
to study the emotional gratification associated with TV series and movies, I wanted to 
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of cognitive-emotional experience, separating the hedonic and eudaimonic motivations 
that generate enjoyment. 
A confirmatory factor analysis of Rubin’s scale indicates a good model fit (CFI = 
0.975, RMSEA = 0.064). A principal component analysis confirmed the original structure, 
grouping items into six predicted components with high component loadings only on the 
desired components. The components are (each represented with three items): relaxation 
(Cronbach’s α = 0.85), companionship (α = 0.85), social interaction (α = 0.71), habit (α 
= 0.85), passing time (α = 0.85), and escape (α = 0.64). Originally, Bartsch performed a 
principal component analysis with a varimax rotation. A confirmatory factor analysis 
of Bartsch’s scale with uncorrelated factors indicated a poor fit (CFI = 0.390, RMSEA = 
0.375), so another one was performed with correlated factors, resulting in a good fit (CFI 
= 0.987, RMSEA = 0.056). A principal component analysis was performed with an oblimin 
rotation instead of a varimax, grouping items into seven predicted components with 
high component loadings only on the desired components. The components are (each 
represented with four items): contemplative experiences (α = 0.90), vicarious release of 
emotions (α = 0.92), empathic sadness (α = 0.82), social sharing of emotions (α = 0.85), 
character engagement (α = 0.84), fun (α = 0.92), and thrill (α = 0.87). Along with Bartsch’s 
and Rubin’s scales, one more construct was examined – the ease of following storylines. 
It was tested by using one item: “I binge-watch because it allows me to follow intricate 
storylines more easily.”
The respondents expressed their level of agreement with the items using a five-point 
Likert-type scale ranging from 1 (“strongly disagree”) to 5 (“strongly agree”). The total 
subscale scores were calculated as a mean of the items pertaining to the subscale. A score 
higher than the neutral value of  3 indicates that the particular element is prominent as 
a binge-watching motive. The respondents also gave answers to questions about the 
frequency of binge-watching (with the following answers: “less than once a month”, “once 
a month”, “a few times a month”, “once a week”, “a few times a week”, “every day”) and the 
number of episodes watched per binge-watching session (with the following answers: 
“two to four episodes”, “five to ten episodes”, “a whole season”, “more than one season”). 
Respondents also answered questions about their gender, age, and level of education. 
Tables 2 and 3 contain results of principal component analysis with oblimin rotation.
Table 2. Results of the principal component analysis with oblimin rotation (pattern matrix): 












































because series on demand are always 
available.
because I just like to binge.
because it is my habit.
because it relaxes me.
because it is a pleasant rest.
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Note: λ – eigenvalue, % – explained variance, α – Cronbach’s alpha. Component loadings higher than 0.4 are 
bolded. Items belonging to different components are separated by horizontal line. C1 – habit, C2 – relaxation, 
C3 – social interaction, C4 – escape, C5 – companionship, C6 – pastime.
Table 3. Results of the principal component analysis with oblimin rotation (pattern matrix): 


































































































when my friends come over.
so I can talk with others who are 
binging.
because I like binging with my family 
or friends.
so I can get away from everybody and 
have time for myself.
so I can unplug myself from 
everything.
so I can forget about my daily 
obligations.
because I will not have to be alone.
when there is no one else to talk to 
or be with.
because it makes me feel less lonely.
because it gives me something to do 
to occupy my time.
when I have nothing better to do.






















































I can experience the feelings that 
are difficult for me to allow myself in 
everyday life.
it allows me to experience feelings 
that I normally have to hide in 
everyday life.
it allows me to experience emotions 
that I avoid in everyday life.
it allows me to experience feelings 
that I cannot act on in everyday life.
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Note: λ – eigenvalue, % – explained variance, α – Cronbach’s alpha. Component loadings higher than 0.4 are 
bolded. Items belonging to different components are separated by horizontal line. C1 – vicarious release of 
emotions, C2 – fun, C3 – contemplative experiences, C4 – thrill, C5 – character engagement, C6 – social sharing 

























































































































































































it makes me laugh.
it inspires me to think about 
meaningful issues.
it encourages me to focus on things 
that are important to me.
it inspires new insights.
it makes me think about myself.
it is more exciting, and I like that.
I like the tension created by that way 
of viewing.
that way of viewing thrills my mind, 
and I like that.
I like the adrenaline I get from it.
when I binge, I identify myself with 
the characters’ outlook on life.
when I binge, I like to slip into the 
role of characters.
when I binge, I may live through and 
share the characters’ experiences.
when I binge, I feel with characters.
it stimulates the exchange of 
comments while watching the series.
it inspires me to talk about the series 
with others.
it encourages me to discuss issues 
with others.
I am curious to find out what kind of 
experience it is.
I am moved by the story, and I like it.
I am overwhelmed by emotions, and 
I like it.
I may have a good cry, and I like it.
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results
Almost three-fourths of the respondents answered saying that they watched two to 
four episodes in one session (73.8%). Answers denoting higher numbers of episodes are 
less prevalent, with five to ten episodes watched by under one-fifth of the respondents 
(16.05%), whole seasons watched by less than a tenth (8.6%), and only a small fraction 
watching more than a whole season (1.6%). The largest number of respondents reported 
binge-watching less than once a month (28%), followed by “a few times a month” (22.4%), 
“a few times a week” (18.7%), “once a month” (15.4%), “once a week” (12.8%), and finally 
“every day” (2.8%). Overall, the respondents tended toward answers representing a lower 
frequency of binge-watching. Both the mean and the median suggest that the value that 
best represents the amount of binge-watching for the sample is “two to four episodes” 
(M = 1.38, SD = 0.71, C = 1, IQR = 1), and the value that best represents binge-watching 
frequency is “a few times a month” (M = 2.87, SD = 1.54, C = 3, IQR = 3). Table 4 contains the 
descriptive results of the amount and frequency of binge-watching.
Table 4. Descriptive statistic for the amount and frequency of binge-watching
Easier following of storylines is one of the pronounced motives for binge-watching, 
with an average rating higher than the neutral value of 3 (M = 3.54; SD = 1.22). Among 
the established television viewing motives, those rated higher than the neutral value of 3 
were: relaxation (M = 3.99, SD = 0.83), habit (M = 3.59, SD = 0.86), and escape (M = 3.37, SD 
= 1.15). The motive to pass time (M = 2.87, SD = 1.12) and the motives of social interaction 
(M = 1.93, SD = 0.87) and companionship (M = 1.86, SD = 0.98) were not pronounced.  
Among the emotional gratification motives, a rating higher than the neutral value of 3 
was achieved by hedonic motives: fun (M = 3.90, SD = 0.71) and thrill (M = 3.04, SD = 1.15). 
Variable     Frequency Percentage
Amount of binge-watching in one session  
Two to four episodes   612  73.8
Five to ten episodes   133  16
A whole season    71  8.6
More than one season   13  1.6
Total     829  100
Frequency of binge-watching  
Less than once a month   232  28
Once a month    128  15.4
A few times a month   186  22.4
Once a week    106  12.8
A few times a week    155  18.7
Every day    23  2.8
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Eudaimonic motives of character engagement (M = 2.97, SD = 0.87) and empathic sadness 
(M = 2.91, SD = 0.98) were slightly less pronounced than the neutral value. Social sharing 
of emotions (M = 2.54, SD = 1.04), contemplative experiences (M = 2.30, SD = 0.99), and 
vicarious release of emotions (M = 1.90, SD = 0.96) were not pronounced. Table 5 contains 
the descriptive results of the measured variables.
Table 5. Descriptive statistic and one-sample t-tests for the variables
Pearson’s correlation coefficients between hedonic and eudaimonic motives show that 
the associations between these groups of motives are positive and statistically significant 
for all motives, which means that the participants with more pronounced hedonic motives 
also have more pronounced eudaimonic motives. The associations between the hedonic 
motive fun and eudaimonic motives have a small effect size (r = .155, p < .001 for vicarious 
release of emotions, r = .215, p < .001 for contemplative experiences, r = .248, p < .001 for 
character engagement, r = .245, p < .001 for social sharing of emotions, and r = .261, p < 
.001 for empathic sadness). The associations between the hedonic motive thrill and the 
most eudaimonic motives are higher, with a moderately pronounced effect size (r = .394, 
p < .001 for vicarious release of emotions, r = .393, p < .001 for contemplative experiences, 
r = .376, p < .001 for character engagement, r = .451, p < .001 for social sharing of emotions), 
while the association between thrill and empathic sadness is greatly pronounced (r = 
.535, p < .001). Table 6 contains Pearson’s correlation coefficients between hedonic and 
eudaimonic motives.
Variables    M SD N
Television viewing motive   
To pass time    2.87 1.12 833
Relaxation    3.99 0.83 833
Social interaction    1.93 0.87 833
Escape     3.37 1.15 833
Companionship    1.86 0.98 833
Habit     3.59 0.86 833
Emotional gratification motive   
Vicarious release of emotions   1.90 0.96 833
Fun     3.90 0.71 833
Contemplative experiences   2.30 0.99 833
Thrill     3.04 1.15 833
Character engagement   2.97 0.87 833
Social sharing of emotions   2.54 1.04 833
Empathic sadness    2.91 0.98 833
Easier following of the storylines motive  3.54 1.22 833
Amount of episodes watched    1.38 0.71 829
Frequency of binge-watching   2.87 1.54 830
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Table 6. Pearson’s correlation coefficients between hedonic and eudaimonic emotional 
gratification motives
Note: * p < .001
discussion
The results indicate that people binge-watch two to four episodes of a series a few 
times a month on average and that the pronounced (higher than the neutral value of 
3) motives for binge-watching are: relaxation, fun, habit, easier following of the intricate 
storylines, escape, and thrill. Only a slightly lower than the neutral value (higher than M = 
2.90) are the eudaimonic motives of character engagement and empathic sadness. With 
these findings, I answered the research question about what motivates broad audiences 
older than the age of eighteen to binge-watch. The results suggest that binge-watching 
has become a habit that primarily gratifies the expectations for relaxation, fun and the 
escape from everyday routine by viewing of long-form series that are thrilling and with 
intricate storylines, and that people also appreciate character engagement and empathic 
sadness. 
Relaxation, escape and habit
Among the participants, the relaxation, escape, and habit motives are prominent. 
Previous studies similarly discovered the prominence of habit (Rubenking and Bracken, 
2018) and escapism as binge-watching motives (e.g., Panda and Pandey, 2017; Peña, 
2015; Starosta et al., 2019; Vaterlaus et al., 2019), as well as the interconnection between 
binge-watching, relaxation and escapism (e.g., Jones et al., 2018; Peña, 2015). My findings 
also suggest that motives associated with loneliness, boredom, and social goals (e.g., 
pastime, social sharing of emotions, social interaction, and companionship, M < 2.9) are 
not pronounced in a broad audience. The results of the study can be better understood 
by looking at previous findings. Flayelle et al. (2017), Panda and Pandey (2017), Pittman 
and Sheehan (2015), and Rubenking et al. (2018) point to the simultaneity of relaxation, 
high viewer engagement, and immersion in the narrative during binge-watching. Sung 
et al. (2018) and Erickson, Dal Cin, and Byl (2019) find that binge-watching is related to 
a stronger feeling of being “transported into a narrative word” (Green and Brock, 2000: 
701) than traditional episodic TV viewing. Sherry (2004) argues that the state of optimal 
experience, or ‘flow’ (for an overview, see: Nakamura and Csikszentmihalyi, 2002), may 
explain a seemingly contradictory sensation of the pleasure of escaping from everyday 
Hedonic motives (r)    Fun Thrill
Eudaimonic motives  
Vicarious release of emotions    .155* .394*
Contemplative experiences    .215* .393*
Character engagement    .248* .376*
Social sharing of emotions    .245* .451*
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routine achieved by simultaneous emotional stimulation and relaxation while consuming 
media content. The viewer’s cognitive and affective engagement enables him/her to 
escape from everyday life, to travel into the storyworld while creating relaxation and 
pleasure (cf., Busselle and Bilandzic, 2009). The positive psychology’s concept of ‘flow’– 
the healthy, pleasurable, relaxing and self-motivating experience of immersion in some 
activity, suggests that narrative transportation, the feeling of being ‘lost’ in the story (Nell, 
1988: 8), is intrinsically rewarding (Green and Brock, 2002), and evokes a desire to feel 
this experience again (Nakamura and Csikszentmihalyi, 2002). LaRose (2010) notes that 
media habits are acquired through the repetition of certain behaviours that are initially 
started with some goal. My findings suggest that binge-watching among Croatian binge-
watchers has become a common way to escape in a relaxing ‘me time’ activity. In the 
context of frequency and the number of episodes watched by the respondents, as well as 
the absence of pronounced motives associated with loneliness and boredom, the motive 
of escape from everyday life is not seen as an element that indicates problematic binge-
watching, but as a way of realising personal satisfaction by escaping into the intimate 
world created by reading or watching fiction (cf., Rubin and Perse, 1987: 264). 
Hedonic and eudaimonic motives 
The results of the analysis of entertainment motives, split into hedonic and eudaimonic, 
indicate that the hedonic motives of fun and thrill are pronounced among Croatian binge-
watchers. My findings support (a) mood management theory, based on the hedonic 
premise that individuals arrange media stimulus to maximise their good moods (Zillmann, 
1988), and (b) the excitation transfer concept which states that transformation of 
uncomfortable feelings and excitement into positive emotions in the moment of a happy 
ending enhance feelings of euphoria (Zillmann, 1996). Our findings are consistent with 
previous binge-watching studies. Rubenking and Bracken (2018), and Rubenking et al. 
(2018) found that binge-watching is, first and foremost, a choice that is expected to result 
in fun. Flayelle et al. (2017: 464) consider that binge-watching could be an activity that 
serves to preserve and intensify a positive effect. Evoking emotions, especially positive 
ones, is an indispensable factor in the overall binge-watching experience. Rubenking et al. 
(2018: 81) also noticed that arousal experiences are stronger during binge-watching than 
episodic TV viewing.
None of the eudaimonic motives is prominent (they scored lower than the neutral 
value of 3). However, two of the eudaimonic motives – character engagement and 
empathic sadness – received average scores notably close to the neutral value of 3 (M 
> 2.9). Among the specific items that measure character engagement, the item about 
empathy had a high score (“when I binge, I feel with characters”; M = 3.72). Among the 
items that measure empathic sadness, the item about the positive evaluation of dramatic 
content also had a high score (“it can be dramatic, and I like it”; M = 3.38). Due to this, I 
can conclude that the results point to the presence of eudaimonic motives that indicate 
the audience’s appreciation of the increasingly empathic characters’ engagement and 
empathic sadness through dramatic content. Previous research also found a connection 
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and Eyal (2018) establish that binge-watching was related to higher levels of identification 
with characters. Erickson et al. (2019) show that binge-watching builds a stronger and 
lasting parasocial relationships with the characters than episodic viewing. Flayelle et al. 
(2017: 466) find attachment to the characters to be an important part of the enjoyment 
of binge-watching, “reflecting the emotional investment that viewers placed in these 
stories”. Rubenking et al. (2018) find that binge-watching is characterised as viewing 
suspenseful and dramatic content.
Correlational analysis results demonstrate that hedonic and eudaimonic motives are 
positively correlated. Such results confirm my hypothesis and this positive association 
affirms the complexity of entertainment. However, I find that thrill is more strongly 
associated with eudaimonic motives than fun, especially with empathic sadness. In 
addition to the research projects already mentioned, studies from the field of persuasive 
communication help explain this finding. Bartsch and Oliver (2011: 6) point out “set of 
the three factors that are directly related to the role of affect in motivated information 
processing”: personal relevance, valence, and arousal. Dramas are perceived as a genre that 
provokes most thoughtfulness among viewers, and the experience of a dramatic narrative 
marks the joint appearance of positive and negative valence (Bartsch and Oliver 2011), 
or negative feelings follow positive meta-emotions (Oliver 1993). The inseparableness of 
hedonic and eudaimonic elements as motives for binge-watching can be connected to 
dramatic aspects and the complexity of the contents that viewers choose to binge-watch 
(Flayelle et al., 2017), as well as with the complex interplay of cognition and emotions 
during the entertainment experience (e.g., Bartsch and Oliver, 2011; Sherry, 2004).
Following the intricate storylines
My findings suggest that one of the prominent motives for binge-watching is easier 
following of intricate storylines. These findings are compatible with Pittman and Sheehan’s 
(2015) results. Flayelle et al. (2017: 463) outline complex narratives, attractiveness from 
the very start, and innovative and serial structure as elements that contribute to binge-
watching. Rubenking et al. (2018) find that the main motive of binge-watching is the 
continuous cycle of anticipation of further events by the viewer. The prominent motive of 
easier following of intricate storylines is linked to the anticipation motive because easier 
following of the narrative contributes to the anticipation of complex narratives during 
binge-watching and in this way participates in a stronger overall narrative engagement, 
which results in greater enjoyment (Busselle and Bilandzic, 2009). 
Limitations
One of the limitations is the usage of the snowball sampling method. It can produce 
biased results because participants who invite each other into the study tend to be more 
similar than randomly sampled participants. Thus, the possibility of the generalisation of 
the whole Croatian population can be limited. This study, however, managed to include 
all age groups of Croats over the age of eighteen, with most of the sample consisting of 
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Another limitation concerns the method of data collection. The participants reported 
their binge-watching motives by citing the memories of the series that they had watched. 
The advantage of this method lies in the fact that participants were not presented specific, 
preselected TV series titles, therefore the research allowed them to report about the 
whole of their binge-watching experiences. The limitation of this method lies in the fact 
that the genre (McKinley, 2013; Slater and Rouner, 2002) and the narrative form (Flayelle 
et al., 2017) of the series can influence elements of emotional gratification as a motive for 
binge-watching. Therefore, the specifying of genres and the narrative structure of the 
examined series in a further study could lead to deeper insights. The focus of the study 
was to ascertain broad, main binge-watching motives, so I took into consideration a wide 
spectrum of genres and narrative structures, in accordance with other studies of this kind 
(e.g., Hall and Bracken, 2011; Shim and Kim, 2018; Starosta et al., 2019; Sung et al., 2018). 
conclusion
I hope that this research into the motives of binge-watching will contribute to a better 
understanding of the new media habits of Croatian as well as global audiences. The study 
included a broad population of binge-watchers among whom an important part is the 
middle-aged population, unlike the previous researches that mainly dealt with the motives 
of younger audiences. Our findings indicate the change in prominence of motivational 
factors in comparison to traditional TV viewing and episodic TV series viewing. The 
results suggest that binge-watching is a multifaceted phenomenon that maximizes 
the intrinsic rewarding and pleasurable attributes associated with watching TV series 
(above all hedonic and consequently eudaimonic). This intimate escape from everyday 
routine into fictional worlds of intricate storylines relaxes viewers. Binge-watching allows 
them to achieve an intensified fun and thrilling entertainment experience amplified by 
dramatic moments, empathic character engagement and empathic sadness. Because 
this mode of viewing long-form serialised texts emphasises the emotionally gratifying 
enjoying experience, binge-watching is becoming a common way of viewing TV series. 
Binge-watching is a complex immersion activity in which deeper narrative engagement 
over an extended time evokes enjoyment. This activity allows the viewer to encounter 
an audiovisual narrative on a level that is, in many ways, close to reading a novel. Both 
mediums will enable the audience to get to know the protagonists more profoundly and 
extensively and to travel the world of fiction for as long as the traveller wants to, that is, 
until the final resolution is established. 
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Zašto baš binge-watching? 
istaKnuti motivi i analiZa 
motivirajućih hedonističKih 
i eudamonijsKih elemenata 
emocionalnog Zadovoljenja u 
isKustvu binge-watchinga
vesna Karuza podgorelec
saŽetaK Binge-watching je popularan oblik medijske konzumacije, a zabava je jedan od izraženih 
pokretača te aktivnosti. Cilj je istraživanja predočenog u članku istražiti razloge binge-watchinga pre-
ispitivanjem etabliranih motiva gledanja televizije, produbljivanjem istraživanja motiva zabave te 
uvođenjem novoga mogućeg motiva: potrebe za narativnim razumijevanjem. Stoga istraživanje kom-
binira čimbenike već prije utvrđenih motiva gledanja televizije i čimbenike emocionalnog zadovoljenja 
hedonističkim i eudamonijskim elementima zabave te uvodi motiv lakšeg praćenja zamršenih linija priče. 
Rezultati internetskog istraživanja provedenog u Hrvatskoj na 833 sudionika starija od 18 godina poka-
zuju da su istaknuti motivi binge-watchinga: opuštanje, dobar provod (hedonistički), navika, laganije 
praćenje zapetljanih linija priče, bijeg i uzbuđenje (hedonistički). Eudamonijski motivi su slabije izraženi 
od hedonističkih, ali te su skupine motiva u pozitivnoj korelaciji, što upućuje na složenost uživanja u za-
bavi binge-watchinga.
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